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ABSTRAK 
PENERAPAN INTEGRATED MARKETING COMMUNICATION  
SOLO PARAGON LIFESTYLE MALL SURAKARTA 
SALSABELA FAUZIAH AL KHUSNA  
F3214068 
Perkembangan Mall semakin meningkat terutama di kawasan Solo. 
Banyak cara yang dilakukan oleh pengelola Mall untuk terus menunjukkan 
eksistensi ditengah masyarakat dan menarik minat masyarakat supaya berkunjung 
ke Mall. Kegiatan yang dilakukan adalah dengan menerapkan Integrated 
Marketing Communication.   
Selama proses Magang, penulis ditempatkan di Divisi Marketing 
Communication Solo Paragon Lifestle Mall bagian Public Relation. Namun, 
penulis juga banyak diperbantukan untuk mengerjakan tugas bagian lain di divisi 
Marketing Commnication Solo Paragon Lifestyle Mall. 
Berdasarkan hasil pengamatan selama Magang, penulis ingin mengetahui 
bagaimana penerapan Integrated Marketing Communication di Solo Paragon 
Lifestyle Mall dan menganalisis penerapan mana yang paling efektif dan 
berdampak positif bagi Solo Paragon Lifestyle Mall. 
Pada penelitian ini menggunakan wawancara dan observasi sebagai 
instrumen penelitian. Metode penelitian yang digunakan adalah Analisis 
Deskriptif. Penulis mengambil objek pada Solo Paragon Lifestyle Mall. 
Wawancara dilakukan dengan Staff Marketing Communication Solo Paragon 
Lifestyle Mall. 
Berdasarkan data yang didapatkan hasil bahwa penerapan Integrated 
Marketing Communication yang diterapkan oleh Solo Paragon Lifestyle Mall 
adalah periklanan, promosi penjualan, hubungan masyarakat, penjualan 
perseorangan, pemasaran langsung, publisitas, event marketing dan interactive 
marketing. Dari beberapa penerapan tersebut, event marketing menjadi kegiatan 
yang paling efektif dan menjadi andalan Solo Paragon Lifestyle Mall. Dengan 
adanya Acara dapat meningkatkan pengunjung Solo Paragon Lifestyle Mall 
mencapai 42 .5 % dibandingkan saat tidak ada acara. 
Kata kunci : Integrated Marketing Communication 
 
 
ABSTRACT 
IMPLEMENTATION OF INTEGRATED MARKETING COMMUNICATION 
SOLO PARAGON LIFESTYLE MALL SURAKARTA 
SALSABELA FAUZIAH AL KHUSNA  
F3214068 
 
  
Mall development is increasing especially in Solo area. Many ways are 
done by the Mall manager to continue to show the existence in the community and 
attract people to visit the Mall. The activity is to implement Integrated Marketing 
Communication. 
 
During the Internship process, the authors are placed in the Marketing 
Communication Division Solo Paragon Lifestle Mall Public Relations section. 
However, the authors are also much assisted to work on the tasks of other 
divisions in Marketing Division Solo Paragon Lifestyle Mall. 
 
Based on the observations made during the Internship, the writer wanted 
to know how the application of Integrated Marketing Communication at Solo 
Paragon Lifestyle Mall and analyze which application is the most effective and 
positive impact for Solo Paragon Lifestyle Mall. 
 
In this research using interview and observation as research instrument. 
The research method used is Descriptive Analysis. The author takes the object on 
Solo Paragon Lifestyle Mall. Interview conducted with Marketing Communication 
Solo Solo Paragon Lifestyle Mall. 
 
Based on the data obtained result that the implementation of Integrated 
Marketing Communication applied by Solo Paragon Lifestyle Mall is advertising, 
sales promotion, public relations, direct selling, direct marketing, publicity, event 
marketing and interactive marketing. From some of these applications, event 
marketing became the most effective activity and became the mainstay of Solo 
Paragon Lifestyle Mall. With the event can increase visitors Solo Paragon 
Lifestyle Mall reached 42.5% compared to when there is no event. 
 
 
Keywords : Integrated Marketing Communication. 
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MOTTO 
 
 
 
“What we can Believe is what we can Achieve” 
 
Sebuah target, 
diawali dengan keyakinan yang kuat  
dan diiringi dengan usaha dan doa. 
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